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The COVID-19 pandemic is one of the causes of the use of the internet
/ and social media. With the increase in the use of the internet and social
o media, Shopee uses social media in its marketing, one of which is
5 TikTok. In its marketing on TikTok, Shopee often makes videos
esponding Author: containing recommendations for goods or products sold on Shopee
iella = and in each video the content uses the RacunShopee hashtag. This
= hashtag is about people who provide reviews, recommendations, and
o information on a product sold on Shopee that has been purchased and
0188@Sltudent- used by them, so that other users are likely to feel attracted to the
Kiangie.&gid product and make an impulse purchase. One of the most popular

products among young people is fashion products.
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3 The*development of technology and information which is currently growing rapidly,

T&sﬁaeaally with the existence of the internet. The existence of the internet provides convenience
gm variou§ activities in human survival. In Indonesia itself, the internet continues to experience
“significant- development and growth. The COVID-19 pandemic is one of the reasons for the
increasegdsuse of the internet and social media. The pandemic occurred due to the emergence of a
virus called the corona virus or more commonly referred to as the COVID-19 virus. The Indonesian
government urges the public to reduce activities outside the home and avoid physical contact with
other peaple to reduce the spread of the COVID-19 virus. Therefore, many people prefer to stay at
home.

Th®y have also switched to doing various activities virtually or online, one of which is
shoppingzactivities which are now mostly done online. including using social media. In today's
digital erfa, there is a lot of competition between e-commerce companies vying to win consumers.
Therefor@; marketing is very important. One of the e-commerce that carries out marketing
activities®o attract consumers is Shopee.
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Shopee is one of the most widely used e-commerce platforms in Indonesia during the
COVID-18-pandemic. For this popularity, it certainly cannot be separated from the marketing
activities carried out by Shopee. Seeing an increase in the use of the internet and social media,

~Shepee uses social media in its marketing. At first, social media only functioned as entertainment,
blﬁf now with the development of the internet, social media can be used as a means of marketing.
LQ%}@)pee itself is known to be very active on social media and in marketing, one of the social media
gthgt Shopee uses is TikTok.
5 @ ZFIn its marketing on TikTok, Shopee often makes videos containing recommendations for
:jg(ﬁ)dgor products sold on Shopee and in each video the content uses the hashtag RacunShopee.
éThjsﬁashtag is about people who share their experiences of a product sold on Shopee e-commerce
“Cth%t %15 Been purchased and used by them, so that other users are likely to feel interested in the
gng)dm:t The activity of sharing experiences and conducting product reviews is one form of
‘marketing communication which is usually called word of mouth or WOM. WOM is a way to
gognrﬁumcate aproductor service which is usually done face-to-face and the reach of the audience
s Narrows However, now word of mouth communication has undergone a shift so that it can also
LQ%e%d@ae in‘cyberspace with a wider scope and this is called e-WOM (Electronic Word of Mouth).
o E LgYuhanton Sutanto, Handiono (2017:12) defines e-WOM as any positive or negative
tmstgtement made by consumers about a product or company that is available to many people and
dnstitations via the internet. E-WOM can be done in various forms, such as opinions, online ratings,
geédtﬁlck, reviews, comments, and sharing experiences on the internet using online
Scammunieation platforms, such as websites, blogs, discussion forums, and social networks.
"g g According to Effendy, Faruqi, Mustika, and Salim (2020:24), e-WOM communication plays
gimimporfant role in shaping and influencing the attitudes of internet users. E-WOM which
:mcludes product ratings and good reviews can influence the purchasing decisions of potential
j:cﬁ’lsumers without thinking. The more engagement or interaction that results from a content,
h as the'number of likes, comments, and shares, the greater the possibility of the content being
3Ngtched and commented on by many people, resulting in e-WOM.
J = Indonesian people tend to have consumptive habits and are easily influenced by various
:thfngs Infact, as we know, the Indonesian people really like trending or viral things that happen
Eprg psocial‘media. Word of Mouth has a strong impact on the surrounding community because
@aglcally WOM is an exchange of information that occurs directly face to face while eWOM is an
exchange of information that occurs online.
5o Millennials and Generation Z who have been exposed to digitalization will more easily
rregelve ipformation through e-WOM which is usually often found on social media. Therefore, the
gﬁtenc&of e-WOM can cause young people to make purchases without planning or buying
ﬁnﬁ)ulsesﬁmpulse buying is based on relatively quick decision making, and an immediate sense of
1 eﬂonglng. According to Setiyowati and Kustijana (2017: 6), impulse buying is the tendency of
%@sumers to make purchases spontaneously, not reflected, in a hurry and influenced by
g)@suasmn from marketers.
m ' Th@ge who are influenced by recommendations, reviews, or positive statements from other
“consumers can unknowingly make purchases spontaneously without rational consideration.
Moreover, by offering very cheap prices, customers do not feel burdened by the number of
products.they put in their basket which will eventually be purchased.

In fact, in the midst of the economy and a pandemic situation like this, people are expected
to be abl®to have good financial management and are more concerned with meeting their needs,
not theirdesires. Therefore, this study will examine how the influence of electronic word of mouth
on #RacunShopee on TikTok on the impulse buying of fashion products among teenagers in

Kelapa Gading Barat.
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_. This model shows communication as a very simple action-reaction process. The nature of
therelatignship of this theory explains that the stimulus variable has an influence on the response
ﬁa‘ﬁable then the response variable reacts to the stimulus. S-R theory has a causal relationship
L£g;/vl}iere if the consumer is given a stimulus, then there is a response generated from the consumer.
“Thorndike said that communication is a simple process of action and reaction. This theory
EE)@lafﬁs that spoken language (verbal), nonverbal, images, and certain actions will influence
jﬁatﬁe@ torespond in certain ways. S-R theory exerts an influence on the recipient because of
iéﬂrﬁUnication If the stimulus is unacceptable, it means that the stimulus is not effective in
Qinﬁutg:rjlcmg the individual.

@ Accordmg to Firmansyah (2020: 2), marketing communication is a means by which
%ompames try to inform, persuade, and remind consumers directly or indirectly about the
L—amm)dgcts and brands sold by the company. Marketing communication can also be expressed as a
Qjcognnﬁumcatlon activity that aims to convey messages to consumers using various media, with the
<h eCthat communication can produce three stages of change, namely changes in knowledge,
@tﬂtl@es dnd desired actions. To achieve this marketing goal, of course, we need strategies that
%rtg carried out. According to Sariwaty, Fitriawati, and Retnasary (2021:98), the basic function of
‘marketingcommunication itself is about how through a communication it can influence the
%;tagget audience to make purchases of goods and services.
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Ismagilova (2017:6) states that WOM is an exchange of comments, thoughts, and ideas
ong two or more individuals in which none of the individuals represent a marketing source.
searclfon word of mouth has proven that private conversations and exchange of information
tweenzindividuals can influence consumer behavior.

WOM is also much more effective than traditional communication in the mass media. The
increasing use of the internet and the spread of social media have caused more and more
consumers to use social media to search for products and companies. Thus causing the
3 e?nergence of e-WOM. There are two WOM models, namely organic word of mouth and amplified
rd ofamouth. Organic Word of Mouth is a naturally occurring WOM, people who are happy and
sgtlsfled with a product will naturally share their enthusiasm for the product.
= Amplified Word of Mouth is WOM that occurs because it was created by the company.
One example of Amplified WOM is when a company conducts a campaign designed to encourage
accel€rate the delivery of word of mouth to consumers. The company tries to inform the public
out its“products so that people will know and then buy the company's products.
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Recommendations from other consumers, reviews, opinions or positive statements about
a product that are shared on the internet are included in the form of e-WOM, as Ismagilova
(2017:177).said that e-WOM is any positive or negative statement made by potential, actual, or
former customers about a product or company which is made available to a multitude of the
people afid institutes via the Internet.

E=WOM online can be published in the form of opinions, reviews or consumer reviews
about a puoduct or service that can be uploaded through social media, blogs, review websites, and
discussion. forums. Consumers are given the freedom to submit information or reviews of a
product based on the experience and knowledge they get after making a purchase.

Ageording to Prameswari and Hastjarjo (2020:6), in measuring the effect of Electronic
Word of Mouth (e-WOM) using the following dimensions:

1. Intensity
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Intensity in Electronic Word of Mouth (e-WOM) is the number of opinions or opinions
written by consumers on a social networking site, namely the frequency of uploading
information about products or services, the frequency of the appearance of discussions or
reviews about products or services on an online media account, and the frequency of
interaction between consumers in discussing products or services.

Opinion Valence

Opinion valence is the opinion of consumers either positive or negative about products,
services and brands. Opinion valence has two characteristics, namely negative and positive.
gplnlon valence includes:

a. Posmve comments from users of social networking sites, positive comments posted by a
reviewer usually arise because of the satisfaction of an online store, its products, services
= afid services.

b: Negative comments from users of social networking sites, negative comments posted by
@ dreviewer usually arise because of dissatisfaction with an online store, its products,
C services and services.

Contght

£Eontent is the content of information on social networking sites related to a product or
sjlervic,e. In the content there is information about the variety of products sold, product quality
and prices offered.

3
(@]

o

Actording to Firmansyah (2018:15), basically, consumer behavior is generally divided

Anto two, namely rational and irrational consumer behavior. Consumptive behavior is included in
:co:msumenbehawor thatisirrational. Impulse purchases are purchases made by consumers where
j:cﬁ’lsumers have no plans to purchase an item or service and are made in a short time. Rachmad
g 22: 21) defines impulsive behavior as behavior that involves a spontaneous and unreflective
ﬁ@lre to Buy, without considering why and for what reasons people should have the product.
01 Unintended or Unwanted

; S Unintéhded or unwanted is a situation where consumers make a purchase of goods that are
=l

U} S|y eAiey ynimS% neje ueibeqas d!1n6uaLu p&Bienqg |

2 not onrthe shopping list or make purchases of unwanted and unsought goods

\52 o Unreflective

3 2 Unreflective is a purchase made by consumers when consumers do not think long term about

55 % the benefits of the product. This purchase is made by consumers on the results of a brief

< 5 evalyation of the product in mind.

3.2 Sponfaneous

o §Spontaneous is a condition where consumers make purchases suddenly or suddenly.

g - Spontaneous purchases are made in the very short period of time between viewing the
C

z 3 product and buying the product.

SrikTok B

E

TikTok is a social media that allows users to upload videos with a duration of 15-60
seconds,isually the videos have music or dialogue. Starting as an application for sharing videos,
now TikTok can also be used to promote a product or service. Before uploading the video, the user
can edit the video using the available features, such as filters, stickers, and cropping the video.
TikTok i&one of the most widely used social media today. Many companies and individuals use
social mgdia to promote their products or services. The important thing to note is to create
content that is interesting, fun, and makes other users watch the content to the end and give
reaction&in the form of likes or comments.

-
A

N

Lishiella & Imam Nuraryo

) ael

4|Pag



"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

'qe]esew niens ueneful) uep iy uesnnuad

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

In this study, the object of this research is #RacunShopee on TikTok. In this community, BTS
fans, alsgkhown as Army, can share news and other things related to BTS. When the researcher
determined the Army World Community as the object of research, on February 25, 2022, the

Jnembers:of the Army World Community numbered around 180 people. So it can be said that the
'(-Dp(fpulation of the Army World Community is 180 people.
2 5 Theresearch method used is a quantitative research method that is descriptive research.
gALéD}gording to Sugiyono (2017: 147), descriptive research is research conducted by describing or
‘wescribing: as it is and there is no intention to make conclusions that apply in general or
:jgéile@hzatlons This study uses data collection techniques with survey methods. The survey
gmet}@d was conducted by distributing questionnaires to 100 respondents who were teenagers in
g(@ra@ Gading Barat. The measurement scale used in this study is the interval scale. This scale is
Suitable for use in almost all statistical tests, except those based on ratios such as the coefficient
“of yafiatign.
§ © @ln quantitative research, there are various variables. According to Sugiyono (2018: 57), the
%e%’earch variable is a value of an object, where an object has a certain variation, which will then
%&d@ermmed by a researcher to be studied and finally draw conclusions. This study uses the
Lglngeliﬁndent variable (variable X) and the dependent variable (variable Y). An independent
}:DvaTlatble is a variable that causes other variables or has an impact on other variables, while the
3_1@pegdent variable is a variable that is influenced by other variables. In this study, researchers
%sed@lecﬁomc word of mouth as the independent variable and impulse buying as the dependent
ydriable
- 2. The3method of data collection in this study uses data collection techniques with survey
%Ethods cFhe survey method was conducted by distributing questionnaires to 100 respondents
:wﬂo weréiteenagers in Kelapa Gading Barat. The sampling technique used is purposive sampling
?by“determmmg the criteria, namely 18-21 years old, living in Kelapa Gading Barat, TikTok users,
RN knowing #RacunShopee. In this case, the researcher used Google forms in making
atgastlonnalres to be distributed to respondents.
5 = Thesresearcher used a non-probability technique with purposive sampling (purposive
:samplmg) as a sampling technique. According to Sugiyono (2018: 133), in the non-probability
etegmlque each member of the population does not have the same opportunity to be selected as a
Qsa:mple In the purposive sampling technique, the sample is determined by certain criteria that
ia?/e been set by the researcher. In this study, the calculation of data analysis used the SPSS 26
gbr%gram The data analysis techniques used to analyze the data were as follows:
u1< Validity Test
CTAccogdlng to Kournikova (2022:41), the validity test is a test tool for the questionnaire to
xmeasure the accuracy of a questionnaire. The testing technique used to test the validity is
. Bivaffate Pearson correlation (Pearson's product moment). If the coefficient (r) obtained is
- 5 greater than the table coefficient r product moment then the statement is valid.
.2 Reliability Test
' Kour@itkova (2019:41) said this test was needed to determine the respondent's level of
confidence when answering statements on the questionnaire. In this study, the reliability test
usedZthe Cronbach's alpha method. Reliability according to Herlina is divided into 3
categories: Cronbach's alpha < 0.6 = poor reliability, cronbach's alpha 0.6 — 0.79 = accepted
reliability, cronbach's alpha > 0.8 = good reliability.
3. C(lassie Assumption Test
a. Normality Test

The normality test according to Ghozali (2018: 111) is part of the classical assumption test

wihich is carried out to test whether the independent and dependent variables in the

régression model are normally distributed or not. In this case, a good regression model is
data that is normally distributed. This normality test uses the Kolmogorov-Smirnov test.

Ifithe significance value is > 0.05, then the residual value is normally distributed. On the

'umo;@ ueunsn/{ua
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other hand, if the significance value is < 0.05, then the residual value is not normally
distributed.

Multicollinearity Test

According to Ghozali (2018: 105), the multicollinearity test is part of the classical
assumption test which is used to determine whether there is a correlation between
independent variables. In this case, to determine whether or not multicollinearity occurs,
it-can be seen from the Tolerance and VIF (Variance Inflation Factor) values. If the
Talerance value > 0.10 and the VIF value < 10, then there is no multicollinearity. On the
other hand, if the Tolerance value < 0.10 and the VIF value > 10, then multicollinearity
océurs.

Heéteroscedasticity Test

According to Ghozali (2018: 135), the heteroscedasticity test is part of the classical
assumption test which aims to find out whether in the regression model there is an
ingquality of variance from the residuals of one observation to another observation. If the
variance from the residual of an observation to another observation remains, it is called
homoscedasticity. A good regression model is a data that does not occur
héteroscedasticity. In this case, the researcher used the glejser test. Ghozali (2017:6) says
that the glejser test is a test that is carried out by regressing the absolute value of the
reSidual on the independent variable with a regression equation where if the significance
value between the independent variable and the absolute residual value is > 0.05, then
there is no heteroscedasticity. On the other hand, if the significance value is < 0.05, then
heteroscedasticity occurs.

Multiple Linear Analysis Test

According to Sugiyono (2017: 275) multiple linear regression analysis is used by researchers,
if the Fesearcher predicts how the ups and downs of the dependent variable state, if two or
more ihdependent variables are factors that predict the increase or decrease in the value.
Multiple regression analysis will be carried out if the number of independent variables is at

o
QO
a
g
o

Hypothiesis Test
a.

F-Statistic Test

The F test serves to determine whether or not the regression model used is feasible, where
the regression model is feasible to use is a regression model that can explain the influence
ofsthe independent variable on the dependent variable. This F test can be seen from the
ANOVA table. The regression model is declared feasible if the significance value is < 0.05
afid F count > F table. On the other hand, the regression model is not feasible if the
significance value is > 0.05 and F count < F table.

Test Statistics t

According to Ghozali (2018:152), the t-test serves to determine whether or not there is an
effect of each independent variable on the dependent variable. If the significant value is <
0?0'5 and t count > t table, then there is an influence of the independent variable
imdividually on the dependent variable. On the other hand, if the significant value is > 0.05
and t count < t table, then there is no effect of the independent variable individually on the
dependent variable.

6. Coefficient of Determination (R?)
The €oefficient of determination serves to measure the ability of the regression model to
explain the dependent variable. According to Ferdinand (2014: 241), if the value of the
coeffigient of determination (adjusted R?) is close to one, it shows a large influence of the
independent variable on the dependent variable. On the other hand, if the value of the
coeffig¢ient of determination (adjusted R?) is close to zero, it indicates a small effect of the
independent variable on the dependent variable.

7. DescEiptive Analysis
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According to Ghozali (2018: 19), descriptive analysis is an analysis used to analyze data by

describing data. The data listed consists of the total value, minimum value, maximum value,
_.and average value. After the average value is obtained, then the scale range is then described
—to detérmine the respondent's position by using the score for each variable

On the results of the F test, the results showed that the independent variable electronic
ordiof mouth produced a significance value of 0.000 <0.05 and the calculated F value was 7.663
:}“E table 2.70, which means that there is an effect of the independent variable electronic word of
gmeu@; sirultaneously on impulse buying. Therefore, it can be concluded that the independent
iVa‘%la@es of the dimensions of intensity, opinion valence, and content can be used to predict the
Edg)e;rdent variable of impulse buying.
= g QBased on the results of the t test that has been carried out, the intensity shows that the
T@ﬁg&nﬁity dimension independent variable produces a significance value of 0.112 > 0.05and a t

%o%ntvalue of 1.605 < t table 1.985, which means that the intensity has no effect on impulsive
@%éﬁqaglor
g E aThe> content shows that the content dimension independent variable produces a
1ﬁ:can€e value of 0.294 > 0.05 and a t count value of 1.056 < t table 1.985, which means that
ghg 11‘3}1ependent variable of the content has no effect on impulsive behavior.
% § ©Baséd on the results of the t-test that has been carried out, on the X variable the opinion
tvalence dimension shows that the independent variable opinion valence dimension produces a
<significance value of 0.012 <0.05 and a t-count value of 2.557 > t table 1.985, which means that
%hﬂ' independent variable opinion valence dimension has a positive effect against impulsive
gb(%havior a
S 2 Theresults of this study proved to strengthen the theory of stimulus response used in this
%tady Communication is a simple action-reaction process. This study uses the stimulus response
hgory which is an action-reaction process due to a stimulus or stimulus that occurs to produce a
ureﬁctlon or response. In this study, the stimulus is electronic word of mouth while the response
?)rEreactlon is in the form of an impulse purchase. Electronic word of mouth (e-WOM) is one of the
Ep@motlonal mix used in marketing a product or service online. E-WOM plays an important role
Qmohelplng customers make online purchasing decisions by considering the risks involved.
gni?’ormatlon obtained from other people will increase consumer trust to make online purchasing

unﬁuad'e
LU bue.e)

“detisions..

= 5

- <

o & 4

<'g —

& »  Based on the results of the tests and analyzes that have been carried out in the previous
C

hgpter the research entitled "The Effect of Electronic Word Of Mouth on #Racunshopee on
ﬂ'lgTOk on. Impulsive Purchases of Fashion Products by Teens in Kelapa Gading Barat", the
“Hfolowing-conclusions can be drawn:
g The intensity of e-WOM on #RacunShopee on TikTok does not affect the impulse buying
“of teenage.fashion products in Kelapa Gading Barat
The e-WOM content on #RacunShopee on TikTok does not affect the impulse buying of
teenage fashion products in Kelapa Gading Barat.
The valence of e-WOM opinion on #RacunShopee on TikTok affects the impulsive buying
of teen fa8hion products in Kelapa Gading Barat.

[
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